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2002 Energy Star Appliance Market Share Data

State Appliance Type Percent ENERGY STAR
AK AC 28.78%
AK CW 44.95%
AK DW 27.82%
AK RF 26.95%
AL AC 22.96%
AL CW 7.83%
AL DW 40.86%
AL RF 15.69%
AR AC 27.82%
AR CW 9.54%
AR DW 37.39%
AR RF 15.09%
AZ AC 28.91%
AZ CW 19.11%
AZ DW 34.36%
AZ RF 20.55%
CA AC 36.85%
CA CW 22.78%
CA DW 39.28%
CA RF 25.68%
CO AC 38.29%
CO CW 26.50%
CO DW 34.20%
CO RF 23.74%
CT AC 50.66%
CT CW 25.47%
CT DW 37.75%
CT RF 25.91%
DE AC 37.24%
DE CW 18.02%
DE DW 38.55%
DE RF 22.74%
FL AC 22.45%
FL CW 13.17%
FL DW 39.81%
FL RF 19.42%
GA AC 22.71%
GA CW 11.36%
GA DW 44.54%
GA RF 19.10%
HI AC 35.82%
HI CW 14.77%
HI DW 32.16%
HI RF 22.85%
IA AC 38.63%
IA CW 17.86%
IA DW 27.54%
IA RF 15.61%
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ID AC 39.01%
ID CW 23.06%
ID DW 26.26%
ID RF 19.40%
IL AC 41.18%
IL CW 14.06%
IL DW 33.46%
IL RF 20.47%
IN AC 29.62%
IN CW 13.22%
IN DW 35.28%
IN RF 15.78%
KS AC 33.76%
KS CW 16.23%
KS DW 34.16%
KS RF 18.04%
KY AC 25.79%
KY CW 8.42%
KY DW 43.37%
KY RF 13.31%
LA AC 23.89%
LA CW 6.06%
LA DW 34.45%
LA RF 17.20%
MA AC 45.86%
MA CW 24.90%
MA DW 34.14%
MA RF 25.36%
MD AC 36.80%
MD CW 17.77%
MD DW 38.12%
MD RF 21.77%
ME AC 53.72%
ME CW 24.93%
ME DW 20.66%
ME RF 25.75%
MI AC 41.26%
MI CW 18.24%
MI DW 34.40%
MI RF 19.85%
MN AC 46.27%
MN CW 25.81%
MN DW 27.57%
MN RF 22.14%
MO AC 27.22%
MO CW 11.36%
MO DW 33.93%
MO RF 18.31%
MS AC 25.99%
MS CW 6.12%
MS DW 36.56%
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MS RF 16.17%
MT AC 46.29%
MT CW 25.78%
MT DW 24.51%
MT RF 21.19%
NC AC 20.77%
NC CW 9.98%
NC DW 43.07%
NC RF 15.42%
ND AC 48.69%
ND CW 17.25%
ND DW 18.04%
ND RF 17.54%
NE AC 40.56%
NE CW 12.93%
NE DW 23.19%
NE RF 15.78%
NH AC 50.51%
NH CW 30.43%
NH DW 21.91%
NH RF 26.75%
NJ AC 46.29%
NJ CW 19.73%
NJ DW 32.85%
NJ RF 22.64%
NM AC 39.95%
NM CW 18.68%
NM DW 28.56%
NM RF 20.08%
NV AC 27.95%
NV CW 22.21%
NV DW 38.88%
NV RF 21.61%
NY AC 50.95%
NY CW 17.86%
NY DW 33.52%
NY RF 22.86%
OH AC 30.51%
OH CW 13.79%
OH DW 35.66%
OH RF 16.06%
OK AC 23.56%
OK CW 11.04%
OK DW 37.99%
OK RF 17.51%
OR AC 48.49%
OR CW 33.70%
OR DW 34.18%
OR RF 22.74%
PA AC 37.53%
PA CW 14.28%
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PA DW 33.80%
PA RF 18.28%
PR AC 51.28%
PR CW 3.33%
PR DW 29.69%
PR RF 17.87%
RI AC 40.80%
RI CW 16.91%
RI DW 38.78%
RI RF 20.07%
SC AC 21.33%
SC CW 7.99%
SC DW 44.47%
SC RF 13.64%
SD AC 53.80%
SD CW 15.73%
SD DW 20.69%
SD RF 17.34%
TN AC 21.87%
TN CW 10.67%
TN DW 39.88%
TN RF 17.98%
TX AC 26.61%
TX CW 11.31%
TX DW 38.58%
TX RF 18.47%
UT AC 29.20%
UT CW 21.37%
UT DW 33.02%
UT RF 18.51%
VA AC 27.51%
VA CW 14.10%
VA DW 39.29%
VA RF 18.20%
VT AC 61.31%
VT CW 33.52%
VT DW 27.50%
VT RF 24.83%
WA AC 33.94%
WA CW 33.05%
WA DW 37.11%
WA RF 22.90%
WI AC 50.48%
WI CW 25.62%
WI DW 23.87%
WI RF 21.34%
WV AC 26.74%
WV CW 6.70%
WV DW 36.20%
WV RF 12.70%
WY AC 55.36%

jarvis
Docket D.T.E. 03-26, Exhibit D.T.E. 1-7aResidential 2002ENERGY STAR Appliance 3



WY CW 20.74%
WY DW 22.88%
WY RF 20.81%
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1.   Executive Summary 
 

This is a summary of a market progress evaluation (MPER) report on the Massachusetts ENERGY 
STAR Appliance program sponsored by Massachusetts Electric, Nantucket Electric, NSTAR 
Electric, Western Massachusetts Electric, and Fitchburg Gas and Electric.   

 
1.1 Description of the Program and Evaluation Components 
 
The long-term goal of the Massachusetts ENERGY STAR Appliance program is to help establish a 
market for high-efficiency appliances in the Northeast.  On the supply side, the program is 
designed to help develop the manufacturer and retailer infrastructure necessary to make these 
appliances widely available.  On the demand side, the program is designed to increase consumer 
awareness and demand for ENERGY STAR-labeled appliances.  The program covers ENERGY 
STAR-labeled refrigerators, dishwashers, clothes washers, and room air conditioners.  Key 
elements include:  
 

• Marketing to consumers through advertising, educational programs, and selective rebates 
• Support of retailers through co-operative advertising, promotional point-of-purchase 

(POP) materials, sales training, and incentives for sales associates (spiffs) 
• Support of manufacturers through co-operative advertising 
• Working with federal agencies and manufacturers to support increasing energy efficiency 

standards. 
 
This study integrates data and findings from a variety of evaluation activities, including: 
 

• Secondary research on other ENERGY STAR appliance programs and consumer behavior 
related to appliances 

• A survey conducted via Web TV among Massachusetts consumers, paralleling a national 
survey conducted by the Consortium for Energy Efficiency (CEE) at the same time, to 
assess recognition and understanding of the ENERGY STAR label  

• A random-digit dial (RDD) telephone survey of recent purchasers of and shoppers for 
appliances in Massachusetts to estimate market size and market share, and to assess the 
role of ENERGY STAR in purchasing and shopping decisions 

• A survey of appliance purchase patterns among buyers of new homes in Massachusetts, 
conducted as a part of an evaluation of the ENERGY STAR Homes Program  

• A telephone survey of appliance retailers and purchasing executives in Massachusetts to 
assess marketing and stocking of ENERGY STAR-labeled appliances 

• Mystery shopping visits in Massachusetts appliance retail stores to assess the presence of 
ENERGY STAR appliances and promotional materials on the sales floor, and salespersons’ 
knowledge, attitudes, and selling practices with respect to ENERGY STAR   

• An assessment of the Massachusetts utilities’ ENERGY STAR appliance marketing plan in 
comparison with those from elsewhere in the country, and in relation to overall program 
goals and theory 

• A brief assessment of non-energy benefits (NEBs) identified through the current 
evaluation and secondary data sources.  
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1.2 Market Characterization 
 
Refrigerators, dishwashers, clothes washers, and room air conditioner share a common set of 
manufacturers, distributors, and retailers (although this is less the case for room air conditioners, 
as outlined below). The four markets are distinct in several important ways, however. 
 
The room air conditioner market differs from the other appliance markets in that people most 
commonly buy them for new applications rather than for replacement, sales at Sears account for 
a much smaller share than is the case with the other appliance types, they are sold at hardware 
stores and discount stores in addition to the stores selling the other appliance types, they are 
seasonal in use and availability, they are stocked in stores in addition to warehouses, customers 
can and do take them home, some of the manufacturers are outside the set of those producing the 
other appliances, and they often come through different distribution centers.  Energy savings of 
ENERGY STAR models compared to non- ENERGY STAR models are about 10%.  We have not 
estimated the market share of ENERGY STAR-labeled room air conditioners for 2002. 
 
Clothes washers differ markedly from the other appliance types in that the energy savings are by 
far the highest (50% over non- ENERGY STAR models, compared to 10% for refrigerators and 
room air conditioners, and 25% for dishwashers), and in that they offer many more—and more 
important—non-energy benefits.  These non-energy benefits include water and wastewater 
savings, less drying time, detergent savings, less wear and tear on clothes, cleaner clothes, fewer 
breakdowns (on some models), and better coordination with dryers.   Aside from savings on 
electricity use in the clothes washer itself, there are also significant fuel savings from less hot 
water use and reduced drying time.   Perhaps because of all of these energy and non-energy 
benefits, and perhaps because of the effects of the program (or a combination of the two), 
consumers show more intentionality about the purchase of ENERGY STAR-labeled clothes 
washers than about the purchase of ENERGY STAR models of the other appliance types—that is, 
they are more likely to seek them out.  We estimate that the current market share of ENERGY 
STAR-labeled clothes washers is 28% out of all clothes washers sold in Massachusetts. 
 
Compared to the other appliance types, the most unique feature of refrigerators is that they are 
considered a non-discretionary necessity and are present in virtually all households.  Accord-
ingly, landlords purchase 14% of all refrigerators, compared to 3% to 5% of the other appliance 
types.  Energy savings of ENERGY STAR models vs. non- ENERGY STAR models are about 10%, 
but savings over 10-year old models is about 50%.  We estimate that the current market share of 
ENERGY STAR-labeled refrigerators is 33% out of all refrigerators sold in Massachusetts. 
 
The unique aspects of the dishwasher component of the appliance program are: 1) the purported 
energy savings are disputed (by Consumer Reports)—and, because of the small or non-existent 
savings, many retailers counter-sell against ENERGY STAR models; and 2) the proportion of 
dishwashers going to new homes is more than twice as high as the proportion of refrigerators and 
dishwashers going to new homes.  Energy savings of ENERGY STAR models vs. non- ENERGY 
STAR models are about 25%—but again, these purported savings are disputed.  We estimate that 
the current market share of ENERGY STAR-labeled dishwashers is 39% out of all dishwashers sold 
in Massachusetts. Part of the reason for the higher ENERGY STAR market share for dishwashers 
than for clothes washers is that many of the more expensive models with more advanced features 
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also have the label; a consumer wanting these other features will often end up with an ENERGY 
STAR model as an unintended consequence of the selection process. 
 
1.3 Market Effects of the Program 
 
The primary barriers to greater market share for energy-efficient appliances identified by the 
utilities are: 
 

• Limited availability of ENERGY STAR models 
• High first cost 
• Lack of consumer awareness of ENERGY STAR appliances 
• Lack of retailer/supplier interest in and support for ENERGY STAR appliances 

 
Market indicators from the current evaluation show that all of these market barriers have been 
reduced, and many of the expected market effects have occurred. 
 
Sales of ENERGY STAR-labeled appliances are an indicator of market effects overcoming limited 
availability of ENERGY STAR models and high first cost.  The market share of ENERGY STAR-
labeled clothes washers has increased from 8% in 1998, to 16% in 1999, to 19% in 2000, to 28% 
in 2002.  The market share of ENERGY STAR-labeled refrigerators has increased from 19% in 
199, to 25% in 2000, to 33% in 2002.  The market share of ENERGY STAR-labeled dishwashers 
has increased from 17% in 1999, to 21% in 2000, to 39% in 2002. 
 
Another indicator of market effects overcoming the barrier of limited product availability is that 
43% of retailers are increasing their orders for ENERGY STAR-labeled appliances in 2003.  
However, an indicator that the barrier remains is that 16% of retailers report slow delivery of 
ENERGY STAR-labeled refrigerators or dishwashers. 
 
Indicators that the barrier of lack of consumer awareness is being overcome are as follows: 
 

• 31% of Massachusetts consumers show unaided awareness of ENERGY STAR in 2002 
compared to 22% nationally in 2002, and compared to 28% in Massachusetts in 1999 

• After seeing the label, 56% of Massachusetts consumers show high understanding of 
ENERGY STAR, compared with 49% nationally and 48% in other high publicity areas 

• 43% of all Massachusetts consumers show aided awareness of ES appliances, vs. 23% 
nationally, 34% in other high publicity areas, and 31% in Massachusetts in 1999 

• Retailers report that 32% of consumers ask for ENERGY STAR appliances. 
 
The following are indicators of reduction of the barrier of lack of retailer and supplier support: 
 

• One hundred percent of retailers are aware of ENERGY STAR, vs. 50% in 1999 
• Eighty percent say the ENERGY STAR program fits their store image 
• Eighty-four percent desire more sales training due to turnover 
• Point-of-purchase materials (POP) are present in 72% of stores, vs. 60% in 1999. 
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There is evidence that the efforts of the Massachusetts ENERGY STAR Appliances Program may 
be directly responsible for reduction of barriers in the following ways: 
 

• There is greater consumer recognition and understanding of the ENERGY STAR label in 
comparison to areas of the country with no utility support for ENERGY STAR 

• Retailers say that without the ENERGY STAR marketing efforts by the program they would 
not be promoting ENERGY STAR to such an extent, and that program efforts have boosted 
sales of ENERGY STAR appliances. 

 
1.4 Process Issues 
 
Some of the process-related issues that came up in the course of this study are as follows: 
 

• Retailers’ and manufacturers’ timelines are quite different from utility timelines. The 
process for responding to opportunities with manufacturers and retailers does not seem to 
be flexible enough to maximize the potential for cooperative leveraging of resources.   

• The overwhelming majority of retailers interviewed (53 out of 59) say that the Massachu-
setts ENERGY STAR Appliance program fits well into their corporate image and direction.   

• All of the retailers interviewed report using most program components to support sales, 
including sales training, rebate forms, program displays, co-op advertising, ENERGY STAR 
labels and other POP materials. 

• Most retailers (84%) believe their staff could benefit from additional training on ENERGY 
STAR appliances.   

 
1.5 Conclusions and Recommendations 
     
Based on the above findings, which are explained in more detail in the following section, and in 
further detail in appendices to this report, we offer the following conclusions and associated 
recommendations. 
 
Greater Separation of Markets 
 
The markets for the four appliance types differ in several important ways that call for different 
strategies and tactics, while recognizing the commonalities that call for shared program delivery. 
 

• The seasonality of the room air conditioner market means that utilities need to work with 
manufacturers and retailers well in advance—at least by the early fall of the year prior to 
the spring/summer promotion.  Because consumers want to be able to walk out of the 
store with a room air conditioner when it’s hot, stocking of efficient models is critical, 
and is where utilities should concentrate their efforts.   

• ENERGY STAR-labeled clothes washers provide the most energy and non-energy benefits, 
making the potential for long-term market transformation much greater than with the 
other appliance types.  The utilities should take great care to review the underlying logic 
and capitalize on interventions that will facilitate and support sustainable change. 
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• Because of disputes about the energy savings attributable to ENERGY STAR-labeled 
dishwashers—and counter-selling by retailers—the utilities may want to minimize their 
dishwasher promotions until the standards are revised and savings are more certain. 

• Because the energy savings of ENERGY STAR-labeled refrigerators are moderate 
compared to non-ENERGY STAR models, but quite large compared to older units, the 
utilities should consider providing incentives for ENERGY STAR-labeled refrigerators that 
replace older models, providing that the older models can be verified to be out of service. 

 
Promotion of ENERGY STAR in General 
 
The Massachusetts utilities’ broad-based promotion of the ENERGY STAR label, concentrating on 
lighting and appliances, seems to have paid off.  The utilities should consider some level of 
continued broad-based promotion of the label to maintain or increase these high levels of 
awareness and understanding. 
 
Facilitation of Relations with Retailers and Manufacturers 
 
Continuing success of the program will depend on the ability of the marketing support 
contractors to meet the needs of retailers and manufacturers while at the same time managing 
program resources. These recommendations should facilitate this process:  
 

• Increase the maximum paid for co-op efforts; consider using a project approach (not only 
advertising, but also labeling, providing sales data, etc.) for retailers and manufacturers. 

• Increase the flexibility that marketing support contractors have to negotiate with retailers 
and manufacturers. 

• Provide a single point of contact, responsible to the utility sponsors, to work directly with 
the market support contractors, as well as retailers and manufacturers. This person should 
develop simplified procedures for coordinating utility input and expediting necessary 
documentation and approvals.  

 
Development of Program Theory 
 
The Massachusetts Utilities ENERGY STAR Appliance Program does not yet have a fully 
articulated program theory.  
 

• Expand and clarify program theory: include retailers’ and manufacturers roles; address 
market niche strategies for different appliances. 

• Require that the marketing support contractors develop annual tactical marketing plans 
with measurable goals and objectives grounded in the results of the evaluation.  

• Track program progress on an annual basis.  
 

Market Share Tracking 
 
Market share tracking that is consistent, unbiased, and has reasonable face validity is essential 
for evaluating the program’s success.  No outside source that meets these criteria is available.  
We therefore recommend, and have provided a draft plan for, the use of a retailer survey-based 

jarvis
Docket D.T.E. 03-26, Exhibit D.T.E. 1-7aResidential 2002ENERGY STAR Appliance 4



Evaluation Findings Page 2.6 

 Nexus Market Research  

approach for estimating market size and ENERGY STAR market share for all four appliance types 
in 2003.  Note that decisions about this plan need to be made immediately. 
 
Identification of ENERGY STAR Models 
 
There is a great deal of confusion among recent purchasers as to whether or not they have 
ENERGY STAR-labeled appliances. The utilities should try to reinforce the identity of ENERGY 
STAR models through marketing and labeling efforts, as well as post-sales communications.  
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